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T.‘ DUN BELFIELD of W. H. 
Steigerwalt’s, Philadelphia, Pa., tells 
us: 

“In view of the present momen- 
tum of the heavy manufacturing in- 
dustries and the assurance of a high 
level for payrolls, it is difficult to 
see how the retailer can fail to have 
a particularly bright outlook for bet- 
ter business; and while the general 


improvement is due largely to war 
defense measures, I feel that for the 
next two or three years a decided 
improvement should be in evidence. 
In our own particlar grade, I am 
confident that Spring will indicate 
definitely the much desired increase 
in buying.” 
* 7 

B. HARRISON CORT of the Stacy- 
Adams Co., Brockton, Mass., tells 
us: 

“Tn the field of essentials, wherein 
shoes are classified, the average con- 
sumer has stinted on quality for a 
long time because of necessity. Just 


as quickly as funds are available, he 
will quickly step up his standards of 
quality. Medium and high priced 
merchandise will experience a de- 
cided improvement. This is evident 
now. In proportion to the con- 
sumer’s confidence, he will quickly 
purchase merchandise that he thinks 
he can afford. 

“Prices will advance, moderately 
at the outset, but surely. While we 
are not as yet out of the economic 
woods, such gradual increases are 
already apparent. It does not seem 
possible that these advances will be 
radical jumps at least for a while. 


However, in the aggregate, they will 
mount up before the close of 1941. 

“One suggestion might be offered, 
namely, that blanket coverage as 
protection should be applied. The 
retailer should anticipate his needs 
far enough ahead, from his regular 
sources of supply. The manufac- 
turer should immediately cover. The 
leather men in turn do likewise. All 


[7] 


are then protected at a fixed price 
for a fixed period. By so doing, 
stability can be maintained at least 
for the present. This should be 
predicated on anticipated delivery 
dates covering, if necessary, at least 
six months. Upward price fluctua- 
tion denotes a psychology of fear. 
Suddenly going into the open mar- 
ware an i DRIVEA 


pe" 





ket upsets ready supply. Collective 
demand determines price. Both 
manufacturer and retailer should 
buy materials and shoes like the 
government, that is, coverage at a 
fixed price with long range deliver- 
ies. Every one is thus protected.” 


* * 7. 


TOM AUSTIN is dead. That tall, 
lean colored porter, face wrinkled 
with smiles, will tote no more bags 
for shoe men in the South Station, 
Boston. Tom was known to shoe 
men for a full generation. He spe- 
cialized in shoes — for didn’t he 
come out of the old United States 





[8] 


Hotel, where he was head waiter 
in the second floor dining room? 
We liked his pholosophy of life be- 
cause he found as much dignity in 
carrying luggage in the South Sta- 
tion as he did when he was the big 
hospitality man in the grand old 
U. S. Hotel, long since a memory. 
Tom was the same whether he wore 
a tuxedo or a porter’s uniform and 
many a shoe man will pause to 
honor his memory for he was the 
true spirit of service. 


EDWARD C. ORR of Potter’s, Cin- 
cinnati, Ohio, says: 

“I view the coming year with a 
sort of suspicious optimism. I don’t 
see how there can be dumped into 
the economy of our country a sum 
of five to ten billion dollars, without 
it making a stir in the volume of 
business done in all lines. I don’t 
see how the government can take 
some four hundred thousand young 
men out of the commercial world 


and put them into the Army with- 
out creating a demand for other men 
who are not employed, to take their 
place in commercial and industrial 
jobs. 

“But I can see how some mer- 
chants, without analyzing the situa- 
tion, might conclude that the result 
will be an automatic boom in busi- 
ness, with all firms increasing their 
volume and showing enhanced 
profits. And here is where my sus- 
picion is aroused. I don’t believe it 
is going to be a bonanza for all con- 
cerned—it is more apt to present 
opportunities for the sane-thinking 
business man, which he can take 
advantage of, if he keeps his feet 
on the ground and his nose to the 
grindstone. 

“They've got to prove to me that 
the Army’s purchase of millions of 
pairs of shoes is going to create a 
shortage of leather for any pro- 
tracted period. After all, these boys 
in the Army would be buying shoes 
if they were still in civil life, so that 


‘the net result is 
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—The Twentieth Century Limited 
made its first trip between New 
York and Chicago in 1902. 


—The distance was 960 miles and 
the running time was twenty hours. 


—This train de-luxe, with its record 
speed, was considered one of the 
wonders of the new century. 


—Today, the TWA Stratosphere 
liners fly from New York to the 
Pacific Coast in 15 hours and 8 
minutes, offering the passenger 
the utmost in luxury equipment 
and service. Flight distance is 
2612 miles. 


—A former shoe man, now living in 
California, recently took a swim in 
the Pacific Ocean, then flew from 
the Coast to New York, and next 
morning went swimming in the At- 
lantic Ocean. 











—What an age we're living in! 


SU Tike. 


. Sl 


President 





taking business out 
of one pocket and putting it in the 
other. There won't be any more 
shoes consumed over a period of 
time than heretofore.” 


* . * 


HAROLD C. KEITH of the Geo. E. 
Keith Company, Campello, Mass., 
says: 

“Shoe production in the United 
States for the year 1940 was very 
disappointing. There is no doubt 
that the unseasonable weather in the 
early Spring was an important fac- 
tor in this drop in sales. The over- 
stock condition in many parts of the 
country affected Fall production. 
However, this situation now seems 
to have been cleared and with the 
improvement in unemployment, the 
tremendous sums being spent for 
national defense, if the weather is 
at all favorable, our company looks 


for increased sales from January to 
June over 1940.” 


M. A. MITTELMAN of M. A. Mit- 
telman, Inc., says: 

“I feel that in my cities of Cleve- 
land, Buffalo and Rochester, we 
should increase our business in °41] 
at least 15 per cent by virtue of 
conditions that now exist and 
which are bound to improve just as 
soon as the new and enlarged pay- 
roll find their ways through various 
channels to the various cities of our 
country. 

“How will the new year open? 
With the numerous influences of 
South American, Indian, Mexican 
and Hollywood, color is definitely in 
the picture, which will give the 
women a greater opportunity than 
in the past for color accent coordi- 
nation—which might cut into some 
staple color like black and navy for 
early Spring. On the other hand, 





she might still require and buy her 
black and navys and be compelled 
to buy some of the new colors so 
tempting, so beautiful and so prac- 
tical with the new clothing to be 
worn in Spring °41. 

“The shoe merchant today must 
break down his merchandising plans 
at least to four selling and buying 
periods; and promote and drama- 
tize fashion as you buy it and re- 
ceive it, virtually month by month. 
And I do not consider it good busi- 
ness to try to plan from January 
to June in one piece.” 


A. H. GEUTING of Geuting’s, Phila- 
delphia, Pa., says: 

“We approach the year 194] in 
our stores, in a cheerful state of 
mind. This year has shown us a 
nice increase and everything points 
to a better 1941. Personally I have 
never set any mark. I believe in 
times like these, that sufficient unto 
the day is the evil thereof. And with 
this thought I carry an optimisti: 
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state of mind. I do feel, however, 
that the future business in a sense, 
is a cocktail business. No one knows 
how long it will maintain its 


potency.” 
* - * 


\GGER DEBTS 
y Biccer VOL UMp 





JOS. S. STERN of the United States 
Shoe Corporation, Cincinnati, Ohio. 
tells us: 

“1941 will prove a year of para- 
dox. Big business and big debts. 
The government has already rolled 
up big debts, and the ceiling has not 
been reached. These big debts mean 
big business to the retailers of 
America. When money is nationally 
distributed—the very first place it 
goes is into retail channels—to buy 
consumer goods. Retail shoe mer- 
chants of America are interested in 
‘How good is business going to be 
this year?’ Every factor poirits to 
a larger volume in every section of 
the nation in 1941—and despite in- 
creased taxes—larger profits should 


result.” 
* — * 


MORGAN GROSSMAN of Gross- 
man’s Shoes, Brooklyn, N. Y., says: 

“For the coming season we can 
expect, and I believe will get, an 
increase in business. I do not look 
forward to a large increase, but feel 
certain that business will show an 
increase over last year. At this 
moment, as far as selling is con- 
cerned, I see, and quite naturally 
(due to our setup) a return to walk- 
ing type shoes—this I would em- 
phasize—the merchants are again 
looking for the staple walking type 
business that many have allowed 
themselves to get away from, and 
have given no thought to, for the 
past seasons.” 


WALKER T. DICKERSON of The 
Walker T. Dickerson Company, 
Columbus, Ohio, says: 

“With the world dominated and 
controlled by the inhuman brutality 
of dictators and by the corrupt 
political. authority of other auto- 


cratic powers, the mind of man can- 
not penetrate the veil of mystery be- 
hind which is concealed the un- 
charted seas of our economic and 
financial destiny. Against these 
forces of ruthless nature, fools only, 
will gamble with long term commit- 
ments—sane men will plan for to- 
day only and hope for a successful 
tomorrow.” 
a 7 * 

FRANK X. O’BRIEN of Krippen- 
dorf-Dittman Company, Cincinnati, 
Ohio, says: 

“Undoubtedly, the retail sales of 
women’s shoes and manufacturing 
also, have lagged behind general 
business during 1940, this condition 
being brought about entirely, we be- 
lieve, by the fact that women seemed 
to jump from their Winter clothing 
right into Summer apparel. The past 
Spring season was one in which 
every state in the Union seemed to 
have suffered from very unseason- 
able weather, and this had some 
tendency to curtail buying for the 
Fall season. 

“Looking ahead to the first six 
months of 1941, we think the stage 
is all set for an unusually good busi- 


ness for both shoe retailers and 
manufacturers and particularly so, 
if we run into seasonable Spring 
weather.” 





LINCOLN HAYNES of Morse & 
Haynes Co., Springfield, Mass., 
says: 

“We are looking forward to an 
increased retail business here in 
Springfield. Most of our manufac- 
turing plants are running with in- 
creased help and larger payrolls 
right now and the outlook for 1941 
as indicated by unfilled orders in 
the factories is very encouraging. 
The increased income taxes which 
affect everybody in one form or an- 
other may slow up business some- 
what but we do feel that the retail 
shoe business for the new year, as 
well as for the first six months, 
should show at least 10 per cent 
better than 1940.” 


———— 
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"—and when the onions turn golden brown, you stir in the tomato paste . . .” 
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N ordstrom’s in Seattle Hace Been Subseribers for 39 
Years and Put to Good and Practical Use the Six 


Copies They Receive Weekly. 


Mr. Nordstrom, Sr. with his three sons, Elmer on his left and 

Everett and Lloyd on his right. It is a policy of the store that there 

is always a Nordstrom on the floor, a not so difficult job with the 
family so well represented. 
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The Wallin & Nordstrom store as it looked 

25 years ago. Today, with all modern im- 

provements, it is the largest family shoe 
store in the Northwest. 


THE original store of Wallin & Nordstrom, 
in Seattle, Wash., was opened in the year 
1901. Mr. Wallin was a shoe cobbler, and 
Mr. Nordstrom had just arrived in Seattle 
from Alaska. He was a prospector up there; 
the prospector had the gold and the cobbler 
had the leather. They decided to sell shoes. 

However, before Mr. Nordstrom finally 
decided to go into business, there was a man 
who had a second hand and new furniture 
store, whom he thought was smart. He asked 
this man whose name was Nelson, if he 
thought it advisable to open a shoe store. 
This man said “Yes, if you use common 
sense.” This man Mr. Nelson had sense for 
the leading store in Washington is his store 
—Frederick Nelson, Seattle, known all over 
the United States. It is a Marshall field 
store. 

With Mr. Nelson’s advice, Mr. Nordstrom 
and Mr. Wallin went into the shoe busines: 
in 1901. They subscribed to the Recorper 
at that time and have never been without it 
since that time. 

Their present store, the largest family store 
in the Northwest, has more windows than an 
shoe store in America—l4. The frontage is 
60 by 90 feet. They have a store in the uni- 
versity section that takes care of the Universi’) 
of Washington students. Also three shoe dv- 
partments in Rhodes Department Store, Se::' 
tle. They give employment to 80 people. 

[TURN TO PAGE 37, PLEAS: | 
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Southwest Groups 


Plan for Annual 


T exas-Oklahoma Shoe Retailers and South- 
western Shoe Travelers Look Forward to Suc- 


cessful Joint Showing at Adolphus Hotel, 


Dallas, Texas, January 12 to 15 


PLANS are rapidly being formulated for the annual 
joint convention of the Texas-Oklahoma Shoe Retailers 
Association and the Southwestern Shoe Travelers Asso- 
ciation to be held at the Adolphus Hotel, Dallas, Tex., 
Jan. 12 through 15. 

George Potaschnick, general chairman of the conven- 
tion, is obtaining uniformly good results from the many 
committees appointed to assist in the arrangements. 

Harold Volk, chairman of the program committee, 
has arranged for many outstanding features of worth to 
the attending buyers. Dr. F. A. Buechel of the Univer- 
sity of Texas School of Business Research and Miss 
Esther Lyman, merchandise editor of Harper’s Bazaar, 
will speak at the convention. [TURN TO PAGE 34, PLEASE | 


Convention 


Top: Retailers and travelers get together to plan for their 
annual convention. Standing, left to right: Ross Wilson, 
Samuels Shoe Co.; George Potashnick, general chairman; 
Harold Volk, program chairman, and Willard Sherwin, regis- 
tration committee. Seated, left to right: W. T. Mitchell, exec- 
utive secretary, Southwestern Shoe Travelers Ass'n: Hix 
Smith, Boot and Shoe Recorder representative; C. B. Bour- 
dene, manager, Wholesalers and Manufacturers Ass'n; Z. E. 
Black, manager, convention division, Dallas Chamber of 
Commerce; W. Billingsley; Bill Owen, publicity chairman: 
Nicholas Parker, assistant general chairman, and Clyde 
Mayes, entertainment committee. 





Above: Mrs. Herman Ehlert, left, chairwoman, and Mrs. 
William Sorenson, vice-chairwoman of the women’s entertain- 
ment committee. 
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ST HE store of famous shoes presents behind this new 
modernized front old proven policies,” ran an adver- 
tisement in the Reading, Penna. Times when Wether- 
hold & Metzger remodeled their Reading store at 642 
Penn Street. 

The remodeling was done by Solomon Kaplan, Phila- 
delphia architect. The entire facade of the building is 
covered with suede carrara glass. The center field is 
French grey and the pilasters are forest green. Forest 
green carrara with polished surface is used for the 
insignia and sign lettering which is cemented to the grey 
background. The entire window is trimmed with bronze 
mouldings. 

Two double-acting Herculite doors with a bronze tran- 
som feature the main entrance. The floor of the show 
windows is of grey polished terrazzo with the lettering 
in bronze outline and green body and the insignia 
in black. The ceiling of the vestibule is of plaster 
painted emerald green. Reflectors and spotlights in 
each window produce an intensive and well-illumi 
nated window. 

The interior of the store has been remodeled and a 


The new front of the Wetherhold & Metzger 
store in Reading. The figures are in forest 
green against a grey background. 


——_~ 
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“STORE of FAMOUS SHOES” 


Wetherhold & Metzer, with Headquarters in Allentown, Pa. 


Remodel Their Reading Store, Installing an Entirely New 


Front and Modernizing the Interior. 


new hosiery department and bag depart- 
ment installed. The main floor consists 
of men’s and women’s shoes and a 
children’s department. A _ complete 
basement store features lower priced 
merchandise in women’s, men’s and 
children’s shoes. 


Above: The new hosiery and handbag sec- 

tions at the front of the store which have 

been remodeled and greatly improved. Left: 

Main floor of the Reading store, consisting 

of men’s and women’s shoes and a children’s 
department. 


Right: Basement store, carrying lower- 
‘priced merchandise in men’s, women’s and 
children’s ‘ ‘ 
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If You Need More Business 


A DELIVERY and pickup system covering more than 
100 square miles of territory and utilizing three midget 
cars with girl drivers may impress the average small- 
city shoe dealer as carrying the service ideal to an 
extreme. 

But J. W. Pfister, Park Ridge, Ill., footwear merchant, 
declares that his total volume has increased almost 50 
per cent of its former volume since he installed it, and 
he is now. planning to add two more cars for the pur- 
pose of covering territory which his present crew is not 
able to care for thoroughly. 

Park Ridge is a city of 12,000 lying immediately 
northwest of Chicago, and the Pfister store was founded 
there 26 years ago by the father of the present 
proprietor. 

Believing that the best way to get new business was 
to go after it with vigor, J. W. Pfister began experi- 
menting with delivery and pickup service for the store’s 
repair department several years back while working for 
his father, and satisfied himself that much business 
could be obtained by outside solicitation which would 
never come to the store of its own accord. 

When he became owner of the establishment Mr. 


Pfister determined to extend its trading area far beyond 
what most small-town shoe dealers would consider thei: 
normal field. Accordingly he bought a fleet of three 
midget autos of a type which yield 35 miles of travel 
to the gallon of gas, hired young fellows of 19 or 20 
to run them, and divided the territory he proposed to 
cultivate into three great routes. 

“TI had observed that the big shoe stores in Chicago 
delivered all over town,” said Mr. Pfister, “and I had 
noted that their vehicles afforded very valuable pub- 


licity. 


SSE NVESTIGATION in surrounding territory convinced 
me that for several miles in each direction there were 
thousands of people whose patronage was not bein 
sought by any shoe dealer or repair man. Many o! 
these were within our logical trading area; others wer: 
outside of it. But I determined to make a bid for th 
patronage of everyone. 

“The Chicago downtown stores draw business from 
all over the city. I saw no reason why I could not do 
in a small way what they were doing in a large way.’ 

The first thing that Mr. Pfister learned was th: 
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boys of 19 and 20 were lacking in many of the qualities 
that he wanted his representatives to have. 

They could deliver packages, but they proved deficient 
in soliciting business, and particularly so in situations 
where it was necessary for them to enter a home and 
fit shoes or adjust complaints. Customers simply 
vouldn’t take such boys seriously from a sales stand- 
point. 

Mr. Pfister therefore replaced the young fellows with 
young married women around 25 years of age. Each 
young woman had to qualify for a chauffeur’s license, 
and each was given a week’s training under the tutelage 
of a more experienced person before being sent out 
by herself. 


THE young women, Mr. Pfister says, proved so suit- 
able that he has established their employment as a 
permanent policy. They are more responsible than the 
boys. They command the serious attention of customers. 


GO AND 


Very little of the business handled by the girls would 
have come to the store by itself, he says, as it is drawn 
from beyond the immediate trading area. 

The total overhead of the store has been increased 
by about only 4 per cent, it is estimated. 

Pfister’s Shoe Store delivers four miles to the east- 
ward, which is into a sparsely built section of Chicago, 
ten miles to the westward, which is far into the country, 
four miles to the north, which is into an adjoining 
town, and four miles to the south, which is into another 
sparsely-built Chicago area. 


EACH driver is expected to get completely around her 
route once in four weeks, making an average of 75 
calls a day in good weather. 

On each call the girl merely rings and asks if there 
is any repair work for Pfister’s, or if anything is needed 
in the shoe line. If there is no one home, she leaves a 
bright colored business card as a reminder, and these 
bring frequent phone calls, Mr. Pfister states. 

Mr. Pfister devotes almost 5 per cent of his gross 
intake to advertising, divided as follows: 

Newspaper space, 1 per cent; catalogs, 1 per cent; 
automobile delivery service, 214% to 3 per cent. 


GET IT ? 


How a Small City Shoe Merchant with Enterprise and Original 


Ideas for Sales and Repairs Is Expanding His Trading Area by 


Means of an Unusual Delivery and Pick-up System, with Young 


Women as Chauffeur-Shoe Fitters. 


more readily. They are far more tactful in handling 
complaints. They take their jobs more seriously. And 
they are more satisfied with their pay—which is the 
same that the boys got. 

The business brought in by the delivery girls runs 
about 75 per cent repair work and 25 per cent sales of 
new goods. 

Weekly meetings of the entire store staff are held for 
the discussion of business problems, and at these 
gatherings the delivery girls are given systematic in- 
struction in fitting shoes. 

Mr. Pfister declares that establishing the delivery and 
pickup service has increased his sales of new shoes by 
31/3 per cent and his repair work by 75 per cent. 


“These figures are approximations,” said Mr. Pfister. 
“I aim to spend 4 per cent in advertising, but I in- 
variably exceed my budget. 

“The newspaper advertising consists of half and full 
pages in an excellent local weekly, and the catalogs are 
32-page booklets which are run off in 10,000 lots twice 
a year, and are distributed by the delivery girls on their 
rounds.” 

The catalogs are printed on a good grade of unglazed 
white paper, using coarse-screen halftones or line cuts 
for illustrations. In addition to selling copy for the 
merchandise, the booklets contain several pages of 
institutional copy about the store and its personnel. 

[TURN TO PAGE 37, PLEASE] 





1 NEW YEAR'S DAY. And 

our wish is that this year 
1941 may be a happy and pros- 
perous one for you and for 
your business. Are you all 
ready to go after business right 
from the start tomorrow? 

7 


4 IF last night's papers were 

filled with the January 
Clearance Sale ads of your 
competitors and other mer- 
chants there will probably be 
quite a crowd of shoppers 
down town today. Cash in on 
this by placing some worth 
while Saturday specials in your 
windows, with plenty of atten- 
tion-getting cards. 


8 THIS is the day to make 

your weekly check of 
stocks. Do a thorough job of it, 
making sure you have not over- 
looked anything. Then make a 
list of all the numbers you want 
to clear away. Cut the prices 
enough to make them attrac- 
tive and use them for January 
specials. 


11 BE sure and get all of 

those “Saturday Spe- 
cials” in the window the very 
first thing this morning with 
some good strong display cards 
and price cards. Instruct all 
salespeople to mention your 
top hosiery value to every foot- 
wear customer today. It will 
mean some extra sales. 


The 
Shoe Store 


THE best way to start the 

year is to know exactly 
where you are, and that calls 
for the weekly check of your 
stock, usually made on Wednes- 
day, but this week delayed 
a day because of the holiday. 
A good time to decide whether 
the form used in your stock 
check can be improved, too. 


EVEN if you are not hav- 

ing a January Clearance 
it would be good business to 
get some sale atmosphere into 
your windows when you trim 
them today. Your display cards 
can have a sale appearance 
and you probably have some 
odd lots you can feature as 
January specials. 


THIS is the time of year 

to consider whether the 
newspaper mat service you are 
using is satisfactory or should 
be discarded in favor of an- 
other. It is a good time, too, 
to look over your stock of win- 
dow display fixtures to see what 
is needed and what should be 
discarded. 


13 CHANGE all your win- 

dow displays today. 
Change your display cards and 
price cards, too, but continue 
the sale atmosphere in your 
new trim and cards, for other 
stores will be continuing their 
January sales and your win- 
dows should be “in tune" with 
the rest in order to get their 
share of attention. 


Plan 
Ahead 
for 


Profit 


3 UNLESS your stock condi- 
tion calls for a clearance 
sale you will not want to ad- 
vertise too strenuously «his 
month, But if you are not hayv- 
ing a clearance you will want 
to feature specials in your ads 
during the month to compete 
with clearance bargains adver- 
tised by your competition 


7 NO doubt your mailing 

list had quite a lot of use 
during the holiday season. Now 
would be a good time to check 
it thoroughly. Remove all the 
dead names, see that all ad- 
dresses are corrected, and that 
all new additions are correctly 
entered so it will be ready for 
the Spring season. 


10 WHAT are you going to 

advertise in today’s 
paper to bring in Saturday's 
shoppers? How about a “Sat- 
urday Specials" ad utilizing the 
list of closeouts which you made 
up after checking your stocks 
on Wednesday. Make your od 
look like a sale ad to compete 
with the January Cleorance 
ads in the paper. 


14 SPRING may seem o 
long way in the future 
but it will be here before you 
know it. Right now is a good 
time to be Talos forward to 
the Spring season, planning 
your merchandising and plor- 
ning the kind of window and 
interior trim you are going to 


have. 
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CALENDAR 
For JANUARY 


January Is the Month During Which to Get Ready, 
with Clearances and Saturday Specials, for the Early 
Spring Season. Every-Day Suggestions, Practical and 
Profitable, Show What to Do and How to Do It. 


1 5 MAKE your weekly check 
of stocks today. And 
form the habit of spendi 


1 WITH a new season 
ahead it would be good 
busi to analyze the price 





some time each week in study- 
ing those stock check figures 
and comparing them with the 
figures of previous weeks. 
There's a world of valuable in- 
formation to be found in those 
figures if you will only study 
them. 


20 BY this time the January 

Sales in other stores 
have about run their course, so 
in changing your window trims 
today why not eliminate the 
sale atmosphere and make your 
displays as attractive style 
showings as you can devise? 
This will give you a chance to 
emphasize anything new you 
may have. 


94 THIS would probably be 
a good week to adver- 
tise very sparingly in most parts 
of the country. The sale season 
is over, the new season has not 
begun and anything you do is 
quite apt to bring only a 
meagre response. No doubt 
you considered this in making 
up your advertising budget for 
January. ’ 


9 TODAY'S important 

business is the weekly 
check of stocks. Do it care- 
fully, thoroughly, and then 
make some good use of the in- 
formation on stock conditions, 
turnover, profit, and public de- 
mand that the figures will dis- 
close if you will only take the 
time to study them. Are you 
getting a satisfactory turnover? 


lines you have been stocking 
and consider whether they are 
satisfactory. Are all of them 
selling in enough volume to pay 
their way? Are there other 
price lines that should, per- 
haps, be added? What are 
your competitors doing? 


91 IF you have ever con- 

sidered adding any ac- 
cessory lines, such as bags, now 
is the time to think about the 
advisability of doing so for 
Spring. Many stores add con- 
siderably to their volume and 
their profit through the sale of 
related lines and these in turn 
serve as traffic builders for the 
entire store. 


95 IF you can do anything 
to liven up your win- 
dows, such as a few “Saturday 
Specials" it will probably help 
stimulate this between-seasons 
Saturday. Why not pick out 
one item and have all salesmen 
push it today. Try this with 
rubbers, for instance. It's sur- 
prising how many people need 


rubbers! 


3 BETTER take some time 

today to go over your 
plans for making February a 
profitable, big volume month. 
It will be an important month, 
with its early-Spring selling 
season and if you're to cash in 
on it you must be fully pre- 
pared and know just what you 
are going to do each day. 


17 IF you're a little puzzled 
as what to advertise to- 
day for Saturday selling why 
not have a one-day sale of 
hosiery? Select one or two 
price lines, name special prices 
on two- or three-pair purchases 
and prepare an imposing, in- 
teresting looking ad with big 
illustrations and brief copy. 


99 CHECK your stocks 

again today. This check 
should find your stock mighty 
clean, too, if you've been 
watching it as you should, for 
the new season is just ahead, 
new merchandise will soon be 
arriving, and investment should 
now be down in preparation for 
this influx of new goods. 


97 IF there's a single new 
style in the store, get it 
into the window when you 
change the displays today. Yes, 
of course it's early, but some 
women always like to be well 
in advance of the season and 
you'll find there's plenty of in- 
terest in the question of “what's 
new for Spring?” 


31 THE new month begins 

with a Saturday and 
that's your opportunity to get 
off to a BIG start. Run an at- 
tractive ad announcing the first 
Spring styles and featuring a 
good hosiery special, perhaps. 
Then see that your windows are 
just as interesting as your ad. 
Give all salespeople quotas for 
February. 


18 IF you featured a Satur- 

day sale of hosiery in 
yesterday's paper you will want 
to put in a big window early 
today to back it up. And you 
should arrange a special dis- 
play inside the store, too, prob- 
ably on one or two tables up 
front near the door. 


93 IN making your plans 
for the Spring seasdn 
keep in mind that Easter is late 
this year—April 13—and pro- 
motion of Spring lines should 
start early in February so that 
you can have two selling sea- 
sons, early Spring and pre- 
Easter. It's simply a matter of 
planning and promotion. 


98 HAVE you placed your 
order for your Spring 
window backgrounds? Or, if 
you are going to make your 
own, have you done anything 
about it? You had better get 
started, for the days are “whiz- 
zing by" and you'll need those 
backgrounds before you realize 
it. 





Me filo 


BOOT ann SHOE RECORDER, January 4, 1941 


OVUTLOOUN 


The Pattern of a New Year Unfolds 


AMERICA is on the way up in work, in spirit and 
service! Here we all are—on the escalator of Life— 
taking a step into the year 1941—come what may. 
There is something in the nature of a hidden force that 
pushes us on until we fall off the escalator at our ap- 
pointed time. And that holds true of businesses as well 
as humans. To be able to help a young man onto the 
escalator, with a pull or a push, is something to your 
everlasting credit because his job and his associations 
with the people in his work will have something to do 
with the speed and direction of the escalator—be it 
ascending or descending. 

A little touch of retrospect before we indicate the 
prospect. What did you think of the basic theme of the 
Big Number last week? We tried to tell in type and 
picture the story of OUR INDUSTRY through Jim 
Dwight, who might be you or anybody else. We tried 
to tell what he got out of life, tied up the shoe string of 
his store. As Jim said: “Our Industry, you know, is 
what you might call a family industry. Manufacturers 
and retailers and leather men all work together in the 
friendliest kind of spirit; and that’s the way that any 
industry has to work and operate in order to succeed.” 

Definitely so—because 1941 will be one of the most 
significant years in our history as a nation and in our 
lives as Americans first, and shoe men second. Have 
you ever thought of yourself as belonging to the broader 
family of your own industry? It is a pleasing thought 
in the abstract. Actually, each one of us in this business, 
directly or affiliated, has a relation in spirit—and is 
responsible for the character and reputation of that 
industry. 

Let’s hope that we are not carrying into 1941 some of 
the things that made 1940 one of the most trying years 
in shoe experience. There were more nasty tricks pulled 
in ’40 than in a decade. The less said, the better; but 
they range all the way from sly cunning to deliberate 
deceit, Maybe they were the result of the tortured mind 
in merchandising. You know, it’s a strange thing that 
any industry that is close to the final consumer is filled 
with all kinds of compromises, modifications, adjust- 
ments, subterfuges and penny-pinching penuries. Maybe 
the disease is within the very system of retailing. When 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


you're in banking, the Stock Exchange, real estate, in- 
surance, heavy industries, a man’s word or his name 
on a piece of paper is a positive contract to perform the 
stipulated action, even though it may cost him his busi- 
ness and his very life. There are rules that cannot be 
broken! But in retailing, the very absence of ethics; 
and in manufacturing-for-retailing, the same slippery 
“rule of thumb” prevails. We all know it isn’t limited 
to shoes but the accumulation of all these unethical prac- 
tices is something to talk about at the beginning of a 
new year. 

To sum it all up—the year 1940 was a worry and 
work year, instead of a business year—if you get the 
fine distinction, which perhaps is reserved for a later 
revealment when your profit and loss statement comes 
out. 

So much for that! The reason for putting the stress 
thereon is that a lot of “off-the-elbow” practice is OUT 
for 1941, not because of any moral rehabilitation but 
because of a very tough task master, who is beginning 
to show his strong hand (velvet-gloved though it may 
be but iron within). You will feel his force for a short 
time, at least. 

Who is that strange forgotten character . . . The 
Seller’s Market Man? Here we are, on the threshold 
of a new year and stomping in the shadow is that old 
forgotten figure . . . The Seller’s Market Man. Raw 
materials are going to cost more. Fabrication is going 
to cost more. Materials are going to cost more. All the 
ingredients are on the way up. Can shoemaking be fa: 
behind? They are all pushing against that immovabl: 
wall of fixed retail prices. Something must give way! 

You can no longer compromise with quality because 
in some goods there “ain’t anything left but a shell. 
Wanted materials today, from calf to fabrics to supplic 
of all kinds, have risen and are all “short supply.” 

There is nothing like a little dash of a Seller’s Mark: ' 
to add spice to buying; but at the same time, puts sal! 
on the tail of the transgressor. 
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WE REACH OUT TO THE MARKETS OF THE WORLD FOR THE 
FINEST HIDES FOR KISTLER “BENCH BRAND” SOLE LEATHER 


“BENCH BRAND” Sole Leather broadens public acceptance of 
men’s shoes and steadily builds up profitable trade. To bring about this favor- 
able result we must reach into all markets for hides and be particular about the 
grade obtained. Even the raising of steers and the way their hides are taken off, as 
well as salted (a method of preserving them previous to use) concerns us, because any 
impairment of quality resulting from errors in those respects, has serious results in 


other ways. 

The basic quality of ra 
do with the final fineness of the product. 
years ago. We never ignore it. With every precaution taken in obtaining hides, and 


with subsequent tanning operations constantly checked, your confidence in Kistler 
“BENCH BRAND” Sole Leather is properly placed. Get in line with others and sell 
men’s shoes bottomed with this sole leather. Prompt action will give you immediate 
benefits through sales and profits. 


: KISTLER LEATHER COMPANY J ssrasuisnen iso BOSTON, MASS. 


Use of Kistler 





w materials used in making any product, has much to 
We saw the merit of that rule a hundred 
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GEORGE B. FIELD 


AMONG other things of which the shoe industry can 
boast are two famous actresses, daughters of well-known 
shoe men. Both have played in Broadway hits of the past 
few seasons, and both have traveling shoe salesmen for 

fathers. 
One is Betty Field, daughter of George B. Field, New 
England representative of Simplex Shoe Mfg. Company, 
[TURN TO PAGE 33, PLEASE] 


Charm and Talent 


Daughters of Shoe Men Score Successes 
on Stage and Screen Through Ability 
Plus Persistent Efforts 


TONI FAVOR 
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BETTY FIELD 


Win 


Footlight Honors 


Also on the roster of celebrities connected with 
the shoe business are the names of Toni and 
Anthony Favor, father and daughter. The father, 
known as Tony, is a welt shoe specialist, traveling 
out of New York and covering the East for Walter 
T. Dickerson Company since 1932. For ten years 
previous he was with Cantilever Shoe Company 

[TURN TO PAGE 33, PLEASE} 


ANTHONY 
FAVOR 
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HEN Fashion decrees toe 


shapes designed to bring distinction to 


footwear, the box toe becomes increas- 
ingly important. 


The currently popular wall last is best in- 





terpreted with Celastic—the medium of 





accurate toe styling. Smoothness at the 








tip line combines with firm flexibility and 





durability to create MATCHED PAIRS. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Boot and Shoe Recorder Department 


okey PESPLE F eg 


by JOHN F. W. ANDERSON 


Checkerboard Window 


The I. Miller shoe store, 689 Fifth 
Avenue, New York City, has a very 
practical and effective solution to the 
problem of how to arrange a display 
in a window that is large but very 
shallow. 

It is a corner store with a series of 
windows facing along the side street. 
These windows, as we said before, are 
large but shallow. But this week, the 
store has a display in these windows 
that really hits the spot. A large check- 
erboard unit has been built into each 
window with every other square re- 
cessed about eight inches and a shoe 
displayed in each. The interior of 
each niche is painted a different bright 
color and each is illuminated by a 
separate flashing light. And all I can 
say is that you can’t miss this window 
for an eye-catcher when you walk up 


the street. 
* * * 


Take a Bow 


In the women’s shoe department at 
Macy’s, New York department store, 
they have a very effective way to pro- 
rote the sale of attachable pump 
bows. 

The usual procedure is to show an 
attractive plain pump and then differ- 
ent versions of the same pump along 
side with bows attached. But Macy’s 
has highlighted each bow design by 
enlarging each bow to huge propor- 
tions and fastening an example of 
each design to the back wall of the 
glass display case. The customer can’t 
miss this one. 

ee ae 


For the Customers’ 
Entertainment 
It is always a problem in the shoe 
store to keep the waiting customers 
contented until you are free to wait on 


them. Here is one solution that we re- 
cently heard about from a California 
shoe store. 

For several years, Browne’s Shoe 
Store in Modesto, has cut out all the 
comic cartoons appearing in the Boot 
AND SHoe Recorper and pasted them 
in an attractive wooden covered scrap 
book. This book is left on one of the 
fitting stools within easy reach of all 
customers. The manager of the store 
reports that this scrap book invariably 
keeps the customers in a happy frame 


of mind. 
e* * 


Next to the Comics 


? 


“Next to the Comics” may seem a 
“funny” place for a shoe store to ad- 
vertise, but William Hahn and Co., 
Washington, D. C., has run a two-col- 





JUST EVRYBODY IN 
OUR HOUSE READS THE 
COMICS EVERY DAY 


“ — and my Daddy says almost ev'rybody else 
reads them, too.” THAT'S AB-SO-LUTE-LY 
RIGHT, PATSY! And we think that all those 
people want to find out about what's new and 
good in footwear just as easily as possible. So, 
we're going to show them the best way we 
know how, in ads on this page every single day. 


HAHN 


hak mer 3212 Mth 
4483 Conn Ave. Mth aG 








umn ad in that space in one of the 
city’s newspapers since the first of 
September and has found results high- 
ly satisfactory. 

The ad occupies the same space 
every day—to the left of the comics 
and above the daily radio log. Next 
to the front page, the comics are one 
of the most widely read sections in any 
daily newspaper and a regular ad on 
that page is bound to receive larg: 
reader attention. 

* * * 


An Efficient System of Inter- 
Department Selling 


An unusual method of inter-depart- 
ment selling under which salespeople 
of one department are permitted to 
sell in all other departments has great- 
ly stimulated sales of women’s shoes 
for Neusteter’s, one of Denver, Colo- 
rado’s, leading apparel stores. 

Having found that inter-department 
selling can’t be truly effective unless 
salespeople are given a satisfactory 
financial incentive, the salesforce is 
given a full commission on all extra 
sales in other departments. 

The shoe department gets the bene- 
fit of a great deal of business intro 
duced from other sections of the stor: 
which they probably otherwise would 
n’t enjoy. In selling hose, bags, gloves. 
dresses, coats or hats the salesperson 
can easily suggest a possible shoe sale 
to round out the ensemble. 

If it is a new customer, the sales- 
persen may only give the customer 
card of introduction to present at thie 
shoe department, which card entit!«s 
the salesperson to full commission on 
the sale. Or if it is a regular cus- 
tomer, the salesperson may personal|y 
accompany the customer to the shoe 
department and possible aid in te 
picking out of the proper style in 
shoes. Fitting, however, must natur.:!- 
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BEST IDEA OF THE WEEK 
A FULL PAGE AD FOR $30.00 
(The Shoehorn, Suffern, New York) 


O. P. Ideator—“We believe that one of the most im- 
portant jobs of this department is to keep an especially 
sharp eye open for ideas from small stores or ideas that 
will be especially useful for small stores.” 


Mr. B. H. Selzer—“I agree with you, and I can say 
that you have come to the right spot this time. You 
can certainly say that we are located in a moderately 
sized community when you consider that we have a 
population of about 3500 people in our town and a 
shopping population to contact of approximately 8000 
people.” 

O. P. Ideator—“I can gee that you are just the mer- 
chant to contact this week and I would particularly 
like to ask what you have found to be the most ef- 
fective form of advertising for the shoe store in the 
moderate sized town.” 

Mr. Selzer—*Well, we have tried almost every form 
of advertising and, strange as it may seem, we have 
found that an ad on the back page of the program of 
the local movie theatre gives us the greatest results for 
the money. This theatre mails out 9500 programs to 


its patrons each week besides those distributed at each 
performance. We were fortunate in obtaining the back 
page of this four-page program for our ad and have 
done our best to create a selling message to the movie 
audience. We have a seven by nine inch area to work 
on and have endeavoured to keep our type large and 
our story as direct as possible. SHOEHORN is printed 
in one-inch letters down each side of the page, four 
half inch stars are placed at top and bottom, and our 
‘STYLE HIT PARADE With An All-Star Cast’ lists 
the five lines of shoes we carry for men, women and 
children. But, what largely determines our good re- 
sults from this ad, is probably the mention at the bot- 
tom of the page that our store is located directly op- 
posite the theatre, and the customer has us in mind 
when he goes to the movies.” 


O. P. Ideator—“If I am not being too personal, how 
much does this advertising cost you?” 

Mr. Selzer—*The cost is about $30.00 which we find 
to be reasonable for such a large distribution of ef- 
fective advertising matter. 











ly be done by the regular shoe sales- 
men. 

Shoe salesmen on their part may 
take customers to other departments 
or ask that merchandise be sent to 
them for a possible extra sale. 

The problem of providing adequate 
service in all departments when sales- 
people in those sections may be off the 
floor selling in some other location has 
been solved by the use of a floating 
crew—a group of girls who are well 
schooled in the operation of several 
different departments and can fit in 
wherever they are needed at any time. 


* + 


Personalized Shoe Selling 


A clever idea which sold at least 
500 extra pairs of men’s shoes last 
year for Donovan-Lane, Hattiesburg, 
Mississippi, department store, is the 
use of “personality snapshots” of the 
salesmen to accompany each pair of 
wrapped shoes. 

The store kad discovered that a 
continual weakness of volume selling 
is the fact that the average customer 
gets no opportunity to personally 
know his salesman. Yet despite the 
fact that the store does a large vol- 
ume of business, Donovan-Lane has 
found a way to make friends with 
every shoe customer. 

Here’s how it’s done. Every three 
months, the manager takes his camera 
and takes a few photos of each sales- 
man. These photos are taken in sur- 


roundings that are as far removed 
from the store and shoe selling as pos- 
sible. Then that management has 
one hundred prints made up for each 
salesman—the salesmen splitting the 
cost with the advertising department. 
The prints are neatly boxed and 
placed near the wrapping counter. 

Every time a salesman sells a new 
customer a pair of shoes, his instruc- 
tions are to slip one print of himself 
inside one of the shoes—first printing 
his name and the date on the back. 
Nothing of this is said to the cus- 
tomer, the shoes merely being wrap- 
ped and turned over to him in the 
usual way. 

When the customer reaches home 
and tries on the shoe, he finds the 
photo and instantly associates it with 
the salesman who sold him the shoes. 
It is quite certain that the customer 
will remember the salesman’s face 
when he trades in Donovan-Lane the 
next time and it is likely that he will 
remember salesman’s name and ask 
for his personal attention when buy- 
ing his next pair of shoes. 

* * + 


The Profit in Specialization 


“Speaking of ideas,” said John Har- 
ris of the Ross-Harris Shoe Store, New 
York City, “one of the best known 
men in the shoe trade impressed a 
thought on my mind a long way back 
that it does not pay to bat all over 
the road. I took it for granted that 
he meant that, outside of the depart- 


ment, store, one cannot run a Profes- 
sionalized Fitting Shop and carry 
every conceivable kind of style shoe 
and do right by his customers and 
himself.” 

“In other words, it is necessary for 
the average size shoe store to special- 
ize and build up a reputation for spe- 
cial service to a distinct part of the 
trade rather than a hit or miss cover- 
age of the whole field?” 

“That’s what I mean. We, here in 
our store, are not trying to corner the 
market. We are willing to let the 
other fellow sell some shoes as long 
as they are different from ours. Why 


not?” 
** « 


“Show 'em Your Heels.” 
(Boston’s Shoes, Detroit) 


* * 


“I Bought It at Brown’s” 


“Enthusiastic statements by pleased 
customers bring many people into a 
store. Your customers can be your 
best advertisers or your biggest handi- 
cap. Pleased customers come back 
again and again. It profits you noth- 
ing to attempt to win new customers 
without first making sure that you will 
hold your old customers. Your store 
policies and methods determine your 
customer turnover. This is one turn- 
over that must be kept as slow as 
possible. Satisfied customers are your 
best and least costly advertising.”— 
The National Cash Register. Company. 





Multiple Sales 
Build Hosiery Volume 


THE sale of two or more pairs of hosiery to 75 per 
cent of the customers has been a factor in building up 
a $10,000-a-year business for the five-foot, “one- 
man” hosiery counter operated by the women’s and 
men’s shoe departments of Capitol Clothing Company, 
Montgomery, Ala. The shoe and hosiery departments 
are located under lease by Lane and Mathews. 

Lane and Mathews opened the women’s shoe depart- 
ment seven years ago in what was then a strictly man’s 
store and a long established one at that. Friends at the 
time told E. N. Lane and J. Reeves Mathews, the pro- 
prietors, they were crazy, but they went ahead with 
their plans and 1939 was the best year they ever had. 
1940 looks even better. 

A few years later the hosiery counter was added, 
with Mrs. Annie Milton Beasley in charge. It is located 
midway between the women’s shoe department and the 
men’s shoe department, which was brought down off 
the balcony. Mrs. Beasley waits on the hosiery trade 
and gives any spare time she may have to keeping the 
shoe department records. 

In building multiple sales Mrs. Beasley suggests not 
three but two pairs of stockings. A lot of stores feature 
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Mrs. Beasley, hosiery saleswoman in Lane & 

Mathews shoe department, Capitol Clothing Store, 

waits on a young customer behind her well-stocked 
hosiery counter. 


How Mrs. Annie M. Beasley, of Lane & 


Mathews Shoe Department, Montgomery, Ala., 
Sells Two Pairs at a Time to 75 Per Cent of the 
Customers — Christmas Boxes Create Extra 


Business in Holiday Season. 


three pairs at a special price, but as this store does not 
go in for sales or specials, the emphasis is placed on 
two pairs. Mrs. Beasley said a little over-selling is 
involved in talking a customer into three pairs, but she 
can readily be converted to two pairs. After all, two 
pairs in a way give three-pair service as they can be 

interchanged if both pairs are of the same shade. 
The hosiery counter, of course, works very closely 
with the women’s shoe department. Where a customer 
[TURN TO PAGE 37, PLEASE] 
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Survey Reveals 
Wider Field for 


ELASTICIZED shoes are among 
the leading fashions in footwear for 
the new year. The remarkable rise 
of stretchable upper materials, within 
a period of three years, is one of the 
wonders of retailing. Actually, elas- 
tication as a factor of adjustment in 
shoes went through a pioneer period 
of five years of development before 
it was made scientifically practical 
for the specialized uses of footwear. 

Even before that time, men in labo- 
ratories visualized the use of this new 
flexible yarn beyond the fields of 
clothing, corsets and bathing suits. 
They found that the scientific require- 
ments, the degrve of stretch, the con- 
trol of the elasticity, presented greater 
problems in shoes than in any other 
wearable. To be able to stretch leather 
a controllable distance, necessitated 
a backing cloth made with elasticated 
yarn, bindings and linings and rein- 
forcements — all having a definite 
degree of stretch. The period of prac- 
tical manufacture came when the 
yarn, with its latex core and textile 
covering, was so dependable that all 
the rest of the problems of give and 
stretch could be developed and solved 
from that point on. 


MIEN in laboratories were not con- 
tent with the successes that came 
through the perfection of a material. 
They want to continue the research 
to the point of use. For this reason, 
the Lastex Division of the United 
States Rubber Company, started a re- 
tail research and study of all types 
of elasticated footwear at the point 
of sale—in retail shoe stores and shoe 
departments of the country. 
Research men made a thorough 
study of the area of the country be- 
tween Washington, D. €., and Chi- 
cago. It was a factual study that let 
the compliments or the criticisms fall 
where they would. Hundreds of mer- 


Elasticized Footwear 


Shoe Merchants Queried in Research Study See Next Develop- 
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ment in Orthopedic Shoes and Sport Types, with Men’s Footwear 


Offering Distinct Possibilities for New Types of Patterns, Revolu- 


tionary in Some Cases in Form and Development 


chants expressed themselves freely 
and in the majority of cases cooper- 
ated to the extent of illustrating the 
merits or faults of shoes, in practical 
demonstrations of fitting at the fit- 
ting stool—or where there had been 
returns, in the dissecting of the shoes 
themselves. 


@VER the years the rule of the shoe 
trade has been hunch and guess, sur- 
mise and conjecture; and in too 
many cases, one little sample-example 
was used as a talking point for or 
against the use of a material. It was 
so easy to measure things by guess 
and by gosh; but not so with this 
special retail research, because the 
U. S. Rubber Company’s representa- 
tives had one thing, and one alone to 
do—find the facts on Lastex in its 
fitting experiences in all types of 
stores, from Fifth Avenue to “down 
by the railroad tracks.” 

In general, these were their con- 
clusions: (1) Elasticated shoes are 
definitely in the picture of footwear 
for women for beauty, fitting qual- 
ity, and a means of self-adjustment. 
They in no sense conflict with laces, 
buttons, straps or other methods of 
adjustments, having established for 
themselves a complete new acceptance 
in the style field. 

(2) The public is definitely call- 
ing for elasticized footwear, as such; 
an acceptance that is increasing sea- 
son by season. 

(3) The field of elastication, now 
limited in part to fashion types of 





shoes, will find its next developmen: 
in orthopedic types and in sport type- 
of shoes, not heretofore elasticated. 
(4) In the field of men’s footwear 
as yet untouched by elastication 
there are possibilities for the futur 
of new types of patterns, revolution 
ary in their form and adjustment. 
(5) The proportion of shoes car 
ried in elasticated types varies with 
types of stores and skills of selection 
by shoe men. For example, some 
stores have 60 per cent of their en- 
tire stock of fashion shoes elasticized : 
and it also has been found that stores 
adjacent to these have as low a pro- 
portion as 5 per cent, indicating that 
the degree of promotion and sales. 
manship plays the important part. 
(6) Universal acceptance by shoe 
men is based on the belief thai elas- 
ticized shoes were here to stay bul 
will be governed by style movements. 
(7) Price levels were studied, in- 
dicating that the elasticated shoe field 
at present is in grades between $3 
and $14.75—with the heaviest weight 
of sales in the $6.50 group. 


HERE are some significant high- 
lights: A store in Boston indicates 
that 95 per cent of its dress shoes 
are in stretchables. A store in Prov- 
idence, R. I.—90 per cent. While a 
store in Washington, D. C. — two 
blocks away from the White House 
—sells only 5 per cent in elasticat«d 

footwear. 
One stadard phrase accompanies 
[TURN TO PAGE 36, PLEAS® | 
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Sales of Independent Shoe Stores 


November, 1940 
Department of Commerce, Bureau of the Census Current Statistical Service 


—— ieee 


Dollar Sales— 





pas 
Number Per Cent Change 


of 


Firms Nov., '40 Nov.,'40 
vs. 


Report- ve. 
States by Regions ing 


3 
Nov.,'39 Oct.,’39 1940 


October, 


November, November, 
1939 1940 





+14 


$2,886,030 $2,523,657 $2,956,803 





+17 
New Hampshire ae 


Vermant & N. H.... aber 
+11 


246,896 





Middle Atlantic 
New York 
New Jersey 
Pennsylvania 


444,800 497,869 





East North Central ... 
Ohio 


714,164 831,456 
403,461 

96,059 

127,168 

110,983 

93,785 





181,441 
73,372 





Seuth Atlantic 

Delaware 

Maryland 

Dist. of Columbia ... 
Virginia 

West Virginia 

North Carolina 

South Carolina 





East South Central ... 
Kentucky 


Alabama 





134,881 111,048 144,822 





136,086 122,361 146,970 





Chicago, Illinois 

Los Angeles, Calif. .... 
Portland, Oregon 

San Francisco, Calif.... 
is, Mo. 


Seattle, Wash. ........ 








* Insufficient data. 





Delegates to N.S.T.A. 
Convention 


INDIANAPOLIS, IND.—Delegates select- 
ed to attend the Chicago convention 
January 5, 6, and 7 to represent the 
Indiana Shoe Travelers’ Association are 
R. T. Grosskopf, E. C. Smeltzer and 
Frank M. Brown. Mr. Brown will also 
Serve as a delegate from the Indiana 
ftoup by attending the board of gov- 
@rnors mecting of the National Shoe 
Travelers’ Association. 


Shoes Returned— 
For War Refugees 


PoRTSMOUTH, N. J.—On a day, not 
so long ago, Noel’s Bootery, here, set 
the record of having more shoes re- 
turned to the store than were sold. The 
reason—the Barrels of Shoes for War 
Refugees campaign. Shoes of all types, 
for men, women and children, were 
brought in by the dozens. This store 
filled fifteen barrels in this way in 
45 days. 
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MEN WANTED 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


The year 1941 offers a new 
opportunity for men with or- 
thopedic shoe selling experience 
who have all the necessary 
qualifications for operating an 
exclusive Health Spot Shoe 
Shop. 


This is a fast-growing chain 
of modern shoe stores concen- 
trating on one line of orthopedic 
shoes that are bringing comfort 
to foot sufferers everywhere. 


The volume in these _ stores 
grows rapidly as satisfied wear- 
ers come back for additional 
pairs and recommend Health 
Spot Shoes to relatives and 
friends. This kind of business 
establishes a firm foundation 
that means steady growth and 
greater profits. 


All data on successful store 
operation, including budget con- 
trol, stock control and window 
promotion, is furnished through 
a central office where constant 
research is carried on. 


Are YOU 
the man 
we are 


looking 
for? 


The two major requirements 
are experience in orthopedic 
shoe selling and a willingness 
to work hard, plus a pleasing 
personality, good health, ambi- 
tion, executive ability. 


Send for an application blank if 
your qualifications measure up 
to the requirements listed. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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The derivation of every Unishank 
insole begins with the last over 
which the shoe is to be made. 


The proper use of materials, forms and pres- 
sure is required to effectively shape this 
unmoulded unit so that it will fit the 


last accurately. 


Tee chante tastes ws UNISHANK 
foundation for subsequent good shoemaking. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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National News 





Army Awards Contracts for 1,840,000 Pairs 





Prices Range from $3.10 to $3.45 with 25 Manufacturers 


Given Contracts 


Boston, Mass.—Exercising its right 
to increase by not more than 25 per 
cent the number of pairs of Army shoes 
bid on by manufacturers, the office of 
the Quartermaster General in Wash- 
ington has awarded contracts for the 
manufacture of 1,840,000 pairs of these 
shoes, following the bid opening at the 
local Army Base on December 9. 

At the same time, press dispatches 
from Washington carried what is being 
construed in the local trade as a warn- 
ing that prices of these shoes already 
have advanced to a point beyond which 
it is hoped they will not go. This has 
met with reactions of varying degrees 
of intensity here in New England. 
Boiled down to bare facts, however, 
they sum up to a belief that the prices 
at which the most recent awards were 
made are merely an accurate reflection 
of increases in the cost of the shoe 
manufacturer of his raw material. Up- 
per stock and sole leather, they point 
out, have gone up; consequently the 
shoe manufacturer is forced to charge 
more for his product. 

The contracts awarded are: 

J. F. McElwain Co., Nashua, N. H., 
75,000 pairs at $3.10, and 75,000 pairs 
at $3.15; International Shoe Co., St. 
Louis, 100,000 pairs at $3.12; Endi- 
cott-Johnson Corporation, Endicott, 
N. Y., 132,000 pairs at $3.13; Hill Bros. 
Co., Hudson, Mass., 50,000 pairs at 
$3.25; The Hanover Shoe Co., Inc., 
Hanover, Pa., 50,000 pairs at $3.27; 
Brown Shoe Co., St. Louis, 125,000 
pairs at $3.30; Allen-Squire Co., Spen- 
cer. Mass., 50,000 pairs at $3.31; Jo- 
seph M. Herman Shoe Co., Boston, 
150,000 pairs at $3.32; Weyenberg 
Shoe Co., Milwaukee, 53,000 pairs at 
$3.32; R. ’P. Hazzard Co., Augusta, Me., 
50,000 pairs at $3.33; Craddock- Terry 


Out of 31 Bidders 


Shoe Corporation, Lynchburg, Va., 75,- 
000 pairs at $3.34; Cannon Shoe Co., 
McSherrystown, Pa., 50,000 pairs at 
$3.36; Ansin-Anwelt Shoe Mfg. Co., 
Athol, Mass, 50,000 pairs at $3.38; 
Holland-Racine Shoes, Inc., Holland, 
Mich., 50,000 pairs at $3.38; A. G. Wal- 
ton & Co., Chelsea, Mass., 50,000 pairs 
at $3.39; Milwaukee Shoe Co., Milwau- 
kee, Wis., 50,000 pairs at $3.40; Daly 
Bros. Shoe Co., Boston, 50,000 pairs at 
$3.40; Doyle Shoe Co., Brockton, 50,000 
pairs at $3.40; Shelby Shoe Co., 50,000 
pairs at $3.41; E. J. Givren Shoe Co., 
Rockland, Mass., 50,000 pairs at $3.41; 
W. L. Douglas Shoe Co., Brockton, 
60,000 pairs at $3.42; Leonard & Bar- 
rows Shoe Co., Middleboro, Mass., 60,- 
000 pairs at $3.42; Charles A. Eaton 
Co., Brockton, 175,000 pairs at $3.42; 
H. H. Brown Shoe Co., Inc., Worcester, 
60,000 pairs at $3.43; Farmington Shoe 
Mfg. Co., Farmington, N. H., 50,000 
pairs at $3.45. 


NDAC Acts to Stabilize 
Shoe and Leather Prices 


WASHINGTON, D. C.—In a move to 
stabilize the prices of hides, leather 
and shoes, the National Defense Ad- 
visory Commission recently outlined 
the Army’s shoe requirements for the 
remainder of the fiscal year. 

The Commission disclosed that the 
Army had lately purchased 1,840,000 
pairs of shoes at an advance in price 
of 49 cents, or about 17 per cent per 
pair over the price paid in October, 
due to higher leather prices. The Com- 
mission declared that this higher price 
is not an indication that “prices of 
civilian shoes will also increase.” 

[TURN TO PAGE 35, PLEASE] 


Richard Willmes with 
American Hide & Leather Co. 


Boston, Mass.—The American Hide 
and Leather Company announces that 
Richard Willmes, formerly in the em- 
ploy of W. A. Bennett of Cincinnati, 
now represents the company in the 
Ohio territory. He is in charge of the 
Cincinnati office. 

Mr. Willmes fills the vacancy occa- 
sioned by the transfer of Francis Rice 
to Boston, where he is in charge of raw 
stock buying. 

Mr. Willmes has been engaged in 
the leather business in the Ohio terri- 
tory for the past 20 years and during 
that period has sold calf and side leath- 
ers similar to the lines made by the 
American Hide and Leather Company. 


Frank Werner Co. 
To Open Fifth Unit 


San FRANcIsco, CaLir.—The Frank 
Werner Company, well-known Coast 
shoe firm, has recently signed a long- 
term lease with I. Magnin & Co. to 
open a shoe department in their Oak- 
land store at Broadway and 20th Street 
with the tentative opening date set as 
March 1. 

This new department will give the 
Werner Company their fifth unit, which 
are as follows: 874 Market Street, San 
Francisco; 255 Geary Street, San 
Francisco; I. Magnin & Co., San Fran- 
cisco; I. Magnin & Co., Oakland, and 
1960 Broadway, Oakland. 


H. A. Thompson, Jr., 
With Jarman 


INDIANAPOLIS, IND.—H. A. Thomp- 
son, Jr., of Nashville, Tenn., has suc- 
ceeded Al. Miller, as Indiana traveling 
representative for the Jarman Shoe Co. 
Mr. Miller has been transferred to the 
state of Arkansas. 
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In every store the slogan is, 
Newflex Insoles build the ’ biz. 
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SQUARE CORD 
Sheet soling material for your popular 
priced shoes. 

Don't fail to get our prices. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 
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Write for Catalog 
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Tovey Shoe Co. Opens 


BLOOMINGTON, IND.—The Tovey Shoe 
Co., has opened a modernistic shoe store 
here. Don Hunter is the manager. 





Zepfler Re-elected Boston 
Shoe Travelers’ Head 


Boston, Mass.—Members of the Bos- 
ton Shoe Travelers’ Association held 
their annual meeting following a well- 
attended luncheon at the Boston Cham- 
ber of Commerce on December 21. Com- 
munity singing and a floor show were 
pleasing entertainment features. 





FRED B. ZEPFLER 


Reports of officers and committees 
showed a decided increase in member- 
ship during the year; and a healthy 
condition of both the ordinary treasury 
funds and the benefit fund which was 
instituted by the association many 
years ago. 

All officers and members of the Ex- 
ecutive Committee were reelected by 
unanimous vote. These are: Fred B. 
Zepfler, president; Thomas F. Mc- 
Devitt, vice-president; Thomas A. De- 
lany, secretary-treasurer; and A. P. 
Richards, Frank C. Fowler, Lawrence 
L. Cashin, and Cedric D. Watson, Ex- 
ecutive Committee members. 

Mr. Delany also was elected to rep- 
resent the association at the annual 
convention of the National Shoe Tra- 
velers’ Association in Chicago. 





To Make Children’s Shoes 


Worcester, Mass.—The Mossey Shoe 
Company, which for several years has 
manufactured infants’ and children’s 
shoes at 128 Chandler Street, this city, 
has reorganized under the name of the 
Gibbs-Mossey Shoe Company, Inc., and 
has moved into a larger factory at 26 
Southbridge Street, where the same 
type of footwear will be made. Officers 
of the newly-organized company are 
Frank A. Mossey, president; G. Wayne 
Gibbs, secretary; and Charles Tamu- 
lonis, treasurer. Mr. Mossey is in 
charge of buying; Mr. Gibbs will super- 
vise sales; and Mr. Tamulonis will act 
as office manager. 
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Three International Branches 
Plan Big Ad Campaign 

St. Louis, Mo. — Representatives of 
Peters Shoe Company of the Interna- 
tion Shoe Company were told at their 
recent sales convention of the elabo- 
rate national advertising campaign 
which will be used to launch their 
Weather-Bird and Diamond Brand 
juvenile line for Spring and Summer, 
1941, in a group promotion program 


with the Friedman-Shelby and Roberts, 


Johnson and Rand branches of the 
parent company. 

The campaign, as outlined by A. L. 
Johnson, advertising manager of the 
company, uses full-page, two-third 
page and half-page ads in Life, Pa- 
rents, Good Housekeeping, Women’s 
Home Companion, Country Gentleman, 
Farm Journal and Holland’s maga- 
zines. These seven nationally popular 
publications have an aggregate of 14,- 
267,457 readers. 

Stressing “The Leather Is There in 
Every Pair,” a slogan superimposed on 
a hide to form an identifying mark, the 
theme of the entire campaign dynami- 
cally features the fact that Peters 
Weather-Bird and Diamond Brand 
Shoes for boys and girls are con- 
structed with “all leather in vita! 
parts,” i. e., leather counters, leathe: 
heel bases and leather insoles. 

The appeal in all the ads rests in 
the headings and text, which points an 
educational finger to reasons why pa 
rents should purchase Peters Weather 
Bird and Diamond Brand Shoes for 
their children so as to assure safe, 
healthful growth of tiny feet and 
bodies. The attention value is gained 
through use of illustrations of active, 
happy children at play. 

To tie in the national campaign di- 
rectly with the store of the merchant, 
Mr. Johnson has prepared an extensive 
line of point of sale advertising. This 
consists of newspaper ads, dire:t mail 
pieces, post cards, and colorful counter 
cards and window displays. 

The whole presents one of the most 
eye-arresting and attention-cémpelling 
campaigns the Peters Shoe Company 
has yet prepared. 

Other name brands in the Peters’ 
line will also be given national atten- 
tion. Velvet Step shoes for women will 
be advertised in Vogue, Mademoiselle, 
Modern Screen and Screen Romance, 
with the stamp of approval being put 
on these shoes by movie star Ellen 
Drew, Paramount’s lovely starlet, who 
will next be featured in “The Mad Doc- 
tor,” a Paramount production. 

Peters City Club shoes for men will 
be advertised in Esquire. 





Jack Jacobs Heads 
Samuels Shoe Co. 


St. Louis, Mo.—At the annual mect- 
ing of the board’ of directors of ‘the 
Samuels Shoe Company, held recen'ly, 
Jack A. Jacobs was elected presid:nt 
and sales manager of the firm. 
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Charm and Talent Win Footlight Honors 


[CONTINUED FROM PAGE 22] 


BETTY FIELD 


Milwaukee. Mr. Field had his first sell- 
ing job with Allen Foster Willett Com- 
pany, of Lynn, Mass., and since then 
has traveled for Sears Roebuck shoe 
factories, Cushman Hollis Company, 


.Derry Shoe Company, A. G. Walton 


Company and Bancroft-Walker Com- 


pany. 

His daughter graduated from the 
American Academy of Dramatic Arts. 
Before that time, however, she man- 
aged, when still in high school, to talk 

manager of the local stock com- 
pany into giving her a part as an extra. 
In 1983 she was sent to London by 
Gilbert Miller, in his production “She 
Loves Me Not,” in which she drew com- 
plimentary reviews from the critics. 

In 1935, after a discouraging period 
in America when turn-downs were more 
frequent than roles, Miss Field was 
offered a part in the George Abbott pro- 
duction “Three Men on a Horse.” This 
marked a turning point, and the next 
four years offered a number of roles in 
George Abbott productions—“Boy Meets 

»’ “Room Service,” “What a Life,” 
Primrose Path” and “Ring Two.” 
Inthe Spring of 1939 she went to Holly- 
Wood, where she was under contract to 


Paramount. She appeared in the screen 
version of “What a Life,” in “Of Mice 
and Men,” and in “Seventeen.” 

“Ring Two,” which appeared in the 
Fall of 1939, offered opportunity for 
Elmer Rice to see Miss Field. He signed 
her then for one of the leads in “Two on 
an Island.” She is appearing in Mr. 
Rice’s “Flight to the West,” scheduled 
to open in New York shortly. 

She has just completed filming 
“Victory” opposite Frederic March, and 
“Shepherd of the Hills” with Robert 
Preston. 


TONI FAVOR 

in the retailing division, centering his 
activities on sales promotion, advertis- 
ing and covering the southern territory 
as sales representative. At the present 
time Mr. Favor represents Walker T. 
Dickerson Company through the North- 
east, traveling from Norfolk to Bangor, 
Maine. 

His daughter, Toni Favor, is now 
playing the part of Mary Skinner in 
“Life with Father” at the Civic Reper- 
tory Theatre in Boston. The play is now 
in its thirteenth week and is expected 
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to have a record run. This is her first 
major propessional part. Previous to 
this role, Miss Favor appeared in “Kind 
Lady” and “What a Life.” She attended 
Penn Hall, Edgewood Park and the 
American Academy of Dramatic Arts. 


Hatton Leather Adds 
To Sales Staff 


Detroit, MicH.—Ford Griffith and 
Bert McGinnis are two recent additions 
to the sales staff of the Hatton Leather 
Co., Grand Rapids, Mich. They will act 
as manufacturers’ representatives for 
Indiana and Ohio. Mr. Griffith was for- 
mer vice-president and director of pur- 
chases for Auburn Motor Car Co., Au- 
burn, Ind. Mr. McGinnis was former 
vice-president and service manager for 
the Auburn Co. 


What’s New 
Non-Inflammable Shoe Horn 


LEOMINSTER, Mass.—A new plastic 
shoe horn has been developed by E. 
B. Kingham Company, manufacturers 
here, and is now on the market. Its 
special quality is that it is non-inflam- 
mable. The shoe horn comes in a six- 
inch size, and has been made up in.a 
variety of colors. 








Workshoes 


ll ei diel 





STEEL TOE 
Steel safety SAFETY SHOES 
(Patented) and 


POPULAR PRICED 
WORK SHOES 
Carried in Stock 








COMPANY « 
Union Made Holliston, Massachusetts 


eeeneeeeeee MEN'S & BOYS’ WORK SHOES 


Stones 


Honest Value 
In Boery Pair 


ART, 1 
KEENE, WN. H. 








ie ell 


Custom Built Shoes 


el ll tel 





(4 
SHOES FOR SHORTER MEN 





MUTE AMOE 


MAKES 
OVER ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 
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Repeat sale are the life of trade, 
Use Newflex when the shoes are made. 











Kachel to Manage 
Selby Store 


CLEVELAND, O.—S. P. Kachel has 
been made manager of the local Selby 
Shoe Store at 1507 Euclid Avenue. Mr. 
Kachel was recently transferred from 
the Ground Gripper Shoe division to 
replace the late George E. Graner. 
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Yoskin to Open New 
Reading Department 


PHILADELPHIA, Pa.—Maurice Yoskin, 
who heads “Maurice Fashions,” which 
operates the shoe salon of the woman’s 
specialty store on Chestnut Street, here, 
announces that he has just signed a 
lease with Gilman’s Fashion Corner, in 
Reading, for the conduct of a similar 
department in that city. 

This establishment is one of Read- 
ing’s leading apparel and accessory 
shops, and the Maurice Fashion line 
will be in keeping with it.--The price 
range will be from $4.95 to $8.95, and 
high style will be principally featured 
in the line. Jack Gerber, who managed 
the shoe department for Gilman’s will 
continue in charge of the store under 
the new control. The lease becomes 
effective February 14. 

Maurice Fashions since its inaugura- 
tion in Lousol’s, here, in March, 1940, 
has been very successful, and Mr. Yos- 
kin feels greatly pleased that he is 
enabled to announce the number two 
spot in Reading. Except for four years 
during which he bought and merchan- 
dised shoes for Famous-Barr in St. 
Louis, Mr. Yoskin is a Philadelphia- 
trained shoe man. He grew up with 
Geuting’s, buying their children’s shoes 
as well as some of the women’s, and 
later becoming a member of the firm, 
leaving there only to accept the head- 
ship of the shoe division of Famous- 
Barr. 


Southwest Groups Plan for 
Annual Convention 
[CONTINUED FROM PAGE 13] 


The entertainment committee is 
headed by Russell Redden. Texas-Okla- 
homa hospitality has been made famous 
by the annual shoe convention and a 
special program of entertainment has 
been placed in the capable hands of 
Mrs. H. W. Ehlert and the women folks 
in attendance may be assured of a very 
enjoyable time. 

The importance of this annual show 
as a bureau of style information has 
gained additional recognition each year 
and because of the earlier acceptance 
and presentation of “new things” in the 
Southwest many buyers from other 
sections arrange to attend this highly 
enjoyable and profitable meeting. 

All exhibits will be under one roof in 
the Adolphus Hotel this year and 
Chairman W. D. Owen of the publicity 
committee has arranged a combination 
directory and information book that 
will serve a very useful purpose 
throughout the entire year. Consider- 
able time and effort have been spent on 
this publication and it is sure to be ap- 
preciated by all. 

W. P. Barnes, San Angelo, Tex., 
president of the Texas-Oklahoma Shoe 
Retailers, and Nat Cohen, Houston, 
Tex., president of the Southwestern 
Shoe Travelers, are both looking for- 
ward to a most successful meeting and 
W. T. Mitchell, secretary-manager of 








Fs GOES THE 
BIRTHRATE— 


Up go the sales of baby and 
children’s shoes. Up go your 
juvenile shoe sales if you 
stock famous Mrs. Day’s 
Ideals—from tiny fabric cov- 
erings to sturdy flexible sole 
walking shoes. Hundreds of 
styles shown in latest cata- 
log, sent on request. 


MRS. DAY'S 


IDEAL BABY SHOE CO.., 
DANVERS, MASS. 

















WRITE FOR CATALOG J 











the Southwestern Shoe Travelers, i: 
putting in many extra hours each da) 
to see that nothing is left undone t 
make the usual “Successful Southwest 
ern Shoe Show.” 


C. H. Conner to Manage 
Younker Bros. Department 


DAVENPORT, IowaA—Cal H. Conner, 
owner of the Conner Shoe Store, here, 
has recently disposed of his interests 
in the business to take a position as 
manager of the shoe department of 
Younker Bros. department store in Des 
Moines, which he expects to assume 
about January 15. 

The Conner Shoe Co. will continue 
under the same name and will be oper- 
ated under the same policies as those 
established by Mr. Conner during his 
two and one-half years as owner, with 
the same lines carried and the sales 
staff remaining intact. 

Mr. Conner is at present on a three- 
weeks’ vacation in the South for a 
breather before taking up his new 
duties. 


Portland Shoe Men 


Have Christmas Party 


PoRTLAND, OrRE.—A Christmas party 
was held recently by the Oregon Shoe 
Travelers and the Portland Shoe Re- 
tailers. Fifty-six members atten ed, 
and the party was voted a complete 
success. 

A joint committee representing oth 
associations were in charge of the af- 
fair. Mr. McDonald of the Port!and 
branch of U. S. Rubber Co., acte! as 
master of ceremonies. 
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Florsheim Stores Win Picketing Suit 





Justice May Grants Temporary Injunction in Brooklyn to 
Restrain CIO Unions from Interference, Following 
Compliance with State Labor Board’s Order 


New York—Justice Mitchell May, of 
New York State Supreme Court, has 
granted a temporary injunction on the 
motion of the Florsheim Shoe Store 
Co., Ine., and the Florette Shoe Com- 
pany, Inc., operating men’s and wo- 
men’s retail stores where Florsheim 
shoes are sold, which injunction for- 
bids the Retail Shoe Salesmen’s Union 
of Brooklyn & Queens, Local 287, the 
Retail Shoe Salesmen’s Union of New 
York, Local 1268, both affiliated with 
the Congress of Industrial Organiza- 
tion, and others, from picketing the 
plaintiffs’ stores in the above boroughs 
of New York City, and from interfer- 
ing with the plaintiffs’ officers, direc- 
tors, employees and customers. 

The injunction is the most recent de- 
velopment in a series of events that 
started in March, 1939, when a strike 
was called against Florsheim stores, 
and the latter were picketed by strik- 
ers. The companies operating the stores 
subsequently went before the New York 
State Labor Relations Board, where the 
CIO unions charged unfair labor prac- 
tices. Meanwhile, Local 1115F A. F. of 
L., came into the picture and many of 
the employees who had not joined the 
CIO unions joined the A. F. of L. or- 
ganization. Following a lengthy hear- 
ing before the Labor Board, the latter 
directed that an election be held to 
designate whether the employees de- 
sired to be represented by the CIO or 
A. F. of L. unions or by none of these 
organizations. 

The election was held in June, 1940, 
and as a result Local 1115F, A. F. of L. 
was designated and selected as repre- 
sentative for the purpose of collective 
bargaining by a majority of all of the 
plaintiff’s employees. In consequence of 
this action and the mandate of the 
Labor Board, a contract was signed be- 
tween the plaintiffs and the A. F. of L. 
local on July 14, 1940. 

After the contract was signed, mem- 
bers of the CIO unions continued to 
picket stores of the plaintiff corpora- 
tions, claiming that a labor dispute ex- 
isted because they had filed charges of 
unfair labor practices with the State 
Labor Relations Board. Through their 
attorneys, Foster & Sorin, the plain- 
tiffs moved for an injunction before 


Justice May in Brooklyn on the ground 
that they had complied with the re- 
quirements of the Labor Act of the 
State of New York, that no labor dis- 
pute existed and consequently picketing 
was unfair to the plaintiffs. The deci- 
sion of Justice May granting the tem- 
porary injunction is based on a deci- 
sion in the case of the Euclid Candy 
Co. of New York, which was approved 
by the Appellate Division of the de- 
partment in which Brooklyn is located. 
Decisions of the New York State Su- 
preme Court are subject to appeal to 
the Appellate Division and eventually 
to the Court of Appeals of the State 
of New York. 

In his opinion accompanying the de- 
cision in which he grants the motion 
for a temporary injunction, Justice 
May says: 

“It is true that no hearing on the 
merits of defendants’ charges of unfair 
labor practices has, as yet, been held. 
After a hearing of such charges, said 
Board may grant such relief as the 
situation may warrant. But until such 
time as the Board may act, this Court, 
as well as the parties to his action, must 
recognize, and give full faith and credit 
to, the mandates and orders of the 
Board while the same remain in force. 
Plaintiffs had no choice, but were re- 
quired by law to accept Local 1115F 
as the sole bargaining agent of the 
employees, and to negotiate, and enter 
into a contract, with said Lozal. The 
said contract provides for a “closed 
shop” with all employees to be members 
of this local. 

“If picketing by the defendant unions 
were permitted, plaintiffs would suffer 
serious and irreparable injury, and 
such injury would come to them as the 
price they would have to pay for their 
compliance with the lawful dictates of 
the State Board. If it were found that 
a labor dispute were involved herein, 
this motion for an injunction pendente 
lite would fail. There is nothing sub- 
mitted which would justify the infer- 
ence that the union selected by the 
plaintiffs’ employees would not meet 
the full requirements of labor; and it 
might even be assumed that the labor 
rights of such employees would be fully 
safeguarded by the said union.” 





Los Angeles Travelers 
Reelect Officers 


Los ANGELES, CALIF.—At a meeting 
held recently at Lankershim Hotel, the 
following officers of the Shoe Travelers’ 

tion of Los Angeles were re- 
ected for the year 1941: Sam N. 
eau, president; Harry L. Cochran, 


— Ned Dreyfus, secretary- 
r. 


Wage Increase for 
Herman Employes 


MILLIS, Mass.—A 20 per cent wage 
increase for 750 employees was an- 
nounced by the Joseph M. Herman Shoe 
Co., which is engaged principally in 
manufacturing shoes for the army, 
navy and marines. The pay boost, the 
company said in a posted notice, does 
not effect salaried employees. 


A SMART SELLER 
FOR MEN WHO 
HATE RUBBERS 


HERE'S A SHOE THAT REALLY HAS 
something! Not only is the Bass Mufti smart 
in appearance and a joy for downright com- 
fort, but it is guaranteed to be absolutely 
waterproof. Three separate construction fea- 
tures keep the Mufti dry, and style-right design- 
ing of Martin's Zug Scotch Grain leather makes 
it tops for men with an eye to good taste. 
G. H. Bass & Co., Dept, BS-6, Wilton, Maine. 


MUFTI 


MEN 





BASS 





NDAC Aets to Stabilize 
Shoe and Leather Prices 


[CONTINUED FROM PAGE 31] 


To discourage price disturbances, the 
Commission made the following an- 
nouncements: 


1. The Army needs to purchase only 
1,500,000 additional pairs of shoes in 
the remainder of the current fiscal year, 
and the delivery terms on these addi- 
tional shoes will be “so fixed as to 
cause the minimum strain on industry’s 
facilities.” 


2. During the coming fiscal year, 
Army purchases of shoes will be con- 
siderably reduced, according to present 
mobilization plans. 


3. The consumers’ division of the 
NDAC has recommended that some 
Army shoes be made with composition 
soles “because of increased prices of 
sole leather.” 


4. The Commission has undertaken 
a study of the hide and leather manu- 
facturing situations, but declared that, 
in its opinion, there is no present short- 
age of hides, and ample capacity exists 
to produce both leather and shoes. The 
NDAC pointed out that Army shoe 
purchases in this fiscal year will total 
only 7,000,000 pairs, or less than 7 per 
cent of the 1939 production of the men’s 
shoe industry. 
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BROOKS SHOE MFG. CO. 
son & Ritner Sts., Philadelphia 
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Store Fixtures 
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TEEL FURNITURE 
SHOE STORES 





Your customers will like the modern style 
and.comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 














Obituaries 


Joseph L. Schlesinger 


BrRocKTON, Mass. — Joseph L. Schle- 
singer, known in shoe circles through- 
out the country as one of the industry’s 
most successful traveling salesmen, died 
at a rest home here, on December 19, 
after a brief illness. He was vice-presi- 
dent and a member of the Board of 
Directors of Thompson Bros. Shoe 
Company, with which he had been con- 
nected for twenty-five years. 





JOSEPH L. SCHLESINGER 


Born in Greenville, Miss., on Jan. 
9, 1880, he spent the earlier part of his 
business life in the retail business in 
Memphis, Tenn., then, in 1907, joined 
the sales staff of the T. D. Barry Com- 
pany of this city, with whom he re- 
mained for nine years before becoming 
connected with Thompson Bros. Shoe 
Co. 

Mr. Schlesinger is survived by a 
daughter, Mrs. Robert A. Pritchard, 
Jr., of Binghamton, N. Y.; a brother, 
Claude N. Schlesinger of St. Louis, 
Mo.; three sisters, Mrs. Milton H. 
Jacobs of Memphis, Tenn.; Mrs. Clara 
Johns of Los Angeles, Cal.; Mrs. Floyd 
D. Cerf of Chicago, Ill.; and several 
nieces and nephews. 

The funeral services, conducted by 
Rabbi Irving Levey of Temple Israel, 
Brockton, were held in the Sampson 
Funeral Home, 309 Main Street, Brock- 
ton, Sunday, December 22, at 12.30 
P.M., followed by committal service at 
the cemetery in West Dennis, Mass. 





Jacob S. Meyer 


BurraLo, N. Y.—The passing of 
Jacob S. Meyer on Christmas day was 
a shock to the shoe men of Buffalo. 
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For thirty years Mr. Meyer conducted 
a shoe store at 442 William Street; for 
the past four years he was a director 
of the Greater Buffalo Shoe Retailers 


Association. Mr. Meyers was sixty 
years old. He leaves a brother, Her- 
man, also in the shoe business at 570 
William Street and three sisters. 





Survey Reveals Wider Field 
for Elasticized Foctwear 
[CONTINUED FROM PAGE 28] 


each research, namely: “Here to stay.” 

Strange to relate, the percentage of 
returns shows more sub-normal than 
any other classification, indicating that 
the skill of the fitter, plus the natural 
grip of the upper, reduces the number 
of return goods. 

Now to point out some of the prob- 
lems in elasticated footwear: The chief 
type of complaint, while normal, has 
been that elasticized shoes have a ten- 
dency to draw the foot—especially when 
the foot is at rest. This is largely a 
mental hazard and the evidence shows 
that it is more a question of proper fit- 
ting than proper manufacturing. 

In the all-over elasticized shoe, the 
degree of stretch of the upper, the bind- 
ing, the braid and the backing must be 
coordinated. 

Friction of the binding against the 
hose, causing greater wear on stock- 
ings. This was generally traced to th« 
use by the manufacturer of too coars« 
a binding. 

When fitting elasticized shoes, th« 
fitter must not be deceived by the cus 
tomer’s comment: “My, how nice they 
feel!”—because a first fit of an elasti 
cated shoe may be too snug. 

There is still a need for intelligenc: 
at the fitting stool rather than rational- 
ization of sizes. Elastication doesn’t 
take the place of lasts as a fitting fea- 
ture. Several complaints to the effect 
that they cannot fit the elasticated shoe 
to a flat foot, as it catches this foot at 
the instep and at the quarter, would in- 
dicate that the last and the foot have 
got to be in agreement. The elasticated 
material isn’t a substitute for the right 
wood, in the right proportions. 

Appreciation of the fact that the se- 
cret of elastication is in the yarn was a 
point stressed by merchants to custom- 
ers and parallels were drawn as to a 
similar use of Lastex in girdles, bath- 
ing suits and clothing. 

The height of arches represents 4 
problem in elasticated footwear, in 
high-riding patterns. Feet vary as to 
arch height—low, medium and high-— 
and shoemaking must work to an aver- 
age. The use of a different pattern in 
problem feet is recommended. 

This work of research has been ex- 
tended to one of education of clerks and 
merchants through a series of lectures 
given in stores or in groups, illustr:t- 
ing the material, its function and ‘s 
adaptation to the foot and to fashio: s. 
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If You Need More Business 
Go and Get It! 


[CONTINUED FROM PAGE 17] 


These catalogs are extremely effec- 
tive, Mr. Pfister says, in assisting the 
delivery girls to arouse interest among 
prospective customers. 

The Pfister store had always main- 
tained a repair department back of a 
partition at the rear of the establish- 
ment. About three years ago its busi- 
ness began to fall off for some unac- 
countable reason. This continued until 
the management decided to remodel, at 
which time a long window was cut in 
the partition the entire width of the 
store, and the two repair men were 
put in uniform. 

Now the repair department is a show 
feaiure of the Pfister business, and its 
revenue has increased many times. 

When the department was walled off 
from the rest of the establishment some 
annoyance was experienced with people 
who wanted to loaf around and visit 
with the repair men. Putting in the 
long window has remedied all that. The 
glass walls off the sound of the machin- 
ery, but everything that goes on is in 
plain view of the management. 

Two repair men are maintained, one 
of them a deaf mute whose work is 
superior to that of most un-handi- 
capped operatives. Only European- 
trained men are hired, as they have 
been found the best on all-around work. 

Stock for repair work is kept in a 
special room in the basement. Mr. 
Pfister, who did shoe repairing for 
many years under the tutelage of his 
father, personally decides what shall 
go on all shoes that are brought in, and 
he selects the material himself and 
turns it over to the machine operators 
with instructions for executing the job. 

Items whose sale possibilities at regu- 
lar prices seem to have dwindled are 
moved downstairs to a bargain base- 
ment at about 50 per cent discount. 

The store’s regular rubber and can- 
vas goods department is located in this 
basement for the purpose of pulling 
customers down to where the bargains 


are. The basement is featured in all of 
the Pfister advertising. 

At one tlme the Pfister store stocked 
only one brand of shoes. This was found 
unsatisfactory, however, and now five 
brands are on the shelves. 


Fathers and Sons in the 
Recorder Shoe Family 


[CONTINUED FROM PAGE 12] 


Their latest store was opened in 1938. 

Mr. Nordstrom always believed in 
carrying plenty of sizes, and his three 
sons who are all active as executives of 
this organization, carry on his tradi- 
tions. Women style shoes they carry 
up to size 12 and men’s shoes to size 15. 
The first year in the new store was 1938 
and up to date they have increased their 
business 50 per cent. 

Mr. Nordstrom, Sr., comes down al- 
most daily. It is the policy of the store 
that there is always a Nordstrom on 
the floor. They believe in personal con- 
tact with every customer and consider 
this part very important in their suc- 
cess. They have the fourth generation 
of a few familys buying shoes from 
them—all alive. 

Everett Nordstrom, the oldest son, 
was president of the Pacific North West 
Shoe Retailers five years ago. Elmer 
Nordstrom is president of this organ- 
ization this year. Lloyd, the youngest 
of the family, graduated from college 
last year, and is looking forward to the 
day he will be president of this same 
organization. 

Mr. Wallin has not been connected 
with the store since 1929. At that time 
he sold his interest to Mr. Nordstrom 
and retired from business. 

“It has been 39 years since my father 
started our subscription to Boot AND 
SHOE REcoRDER,” said E. J. Nordstrom. 
“Your publication has consistently done 
such a good job for us that we more or 
less have accepted you as a fountain of 
‘eternal ideas.’ 

“Our firm is now receiving six copies 
weekly of the Boot AND SHOE RECORDER 
and all are put to good use. We brothers 


[37] 


have our own copies delivered directly 
to our homes. 

“Your advertising ideas have been 
particularly helpful to our display de- 
partment. Having windows with 150’ 
frontage to service you can imagine the 
need for outside help. Frequently at 
our sales meetings Boor AND SHOE 
RECORDER is referred to and our young- 
er men are encouraged to read it.” 


Multiple Sales Build 
Hosiery Volume 
[CONTINUED FROM PAGE 26] 


buys two pairs of shoes, she can then be 
sold at least four pairs of hosiery, two 
for each pair of shoes. 

“Besides multiple sales to women, the 
hosiery department also numbers many 
men customers by virtue of its location 
in a man’s store,” said Mrs. Beasley. 
“As men usually buy for gifts, we fea- 
ture a three-pair gift package at $3.45. 
We sold more than 200 such boxes last 
Christmas to both men and women, and 
in addition our customers, both men 
and women, buy the gift boxes for 
Mother’s Day, for St. Valentine’s Day, 
Easter, birthdays, anniversaries and so 
on. The gift business grows bigger 
every year with this department. The 
gift box used has a mirrortop and 
colorful wrappings.” 

The hosiery department attains its 
volume without any sales. Mrs. Beasley 
said she might get more business by 
holding occasional sales but it would not 
be as profitable as she now has. Be- 
sides she does not have the space for 
sales tables or other sales persons. 

Besides attending to hosiery sales, 
Mrs. Beasley also keeps the records of 
the shoe department. By thus keeping 
acquainted with the names and ad- 
dresses of shoe buyers, she can work 
them better for hosiery sales. In turn 
for this service salesmen in the shoe 
department “work” her counter while 
she is out at lunch. Thus it is not un- 
usual to see a man at the hosiery coun- 
ter waiting on a woman. The opposite 
is true where Mrs. Beasley waits on a 
male customer, so it works both ways 
in this department. 











A Foot in the Hand is worth two on the 


sidewalk. Skillful Point - of - Sale tech- 


nique can translate that foot into a satis- 


fied and permanent customer. 
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SALESMEN WANTED 


LINE WANTED 


FOR SALE 





SALESMEN WANTED: to ae manufac- 
turer’s line of Men’s Goodyea Dress 
Shoes to retail from $3.00 to "$3. 50. ‘Strictly 
commission basis. Be territories available. 
Apply Box 977 = Recorder, 140 
Federal Street, ban, 





: SALESMAN 


For Arkansas and Louisiana who has 
sold retail merchants in this territory 
our line of ladies novelty footwear re- 
tailing at two, three and four dollars. 
Well established. Address 


SHU STILES INCORPORATED 
1214 Washington Avenue, Saint Louis, Missouri 











pony TERRITORY — Representative 

ith resid in Chicago, to sell com- 
plete line of beach and play sandals. Also Ten- 
nessee, with residence in Nashville. F. J. 
Diamant Shoe Company, 55 East 11th Street, 
New York. Inquire during Show, Mr. Diamant, 
Chicago, Hotel Morrison. 








MANUFACTURERS for exclusive shoe tex- 

tiles desire representatives in St. Louis and 

also in Boston territories, with good following 
in shoe factories. Address $4, care & 
yok, Rocueder, 100 East 42nd Street, New 
or 





EXPERIENCED SALeSMES only, for Con- 
necticut, Pennsylvania, Ohio, Michigan, 
wanted by New Yor Wholesaler; popular price 
novelty; arch support, evening and sport s 

All or part of these lines will be considered as 
a sideline on these and other territories. d- 
dress $997, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





WANTED: Povwuaite experienced salesmen 
for high priced ladies’ shop in Up-State New 

York. Salary $25-30. Address $996, care Boot 

gs ls ase 100 East 42nd Street, New 
or 


Woopulat A GO-GETTER — Salesman for 
lar priced line of house slippers fo 
Georgia, Alabama. Liberal commission; 

a details with application. Samples ready 

Ist. Address $993, care Boot & Shoe 

a male 100 East 42nd Street, New York, 








TRAVELING SALESMEN wanted for all 
States for Athletic Shoes, Pacific Coast ex- 
cluded, as sideline, high commission. State ref- 
erence with articulars to STANLEY 
WILLIAM SHOE CO., INC., 1630 South 
Angeles Street, Los Angeles, Cal. 


WANTED: For Virginia, West Virginia and 

North and South Carolina; live wire salesmen 
to sell fast styled line Growing Girls’ and 
Children’s footwear in stock, $2 and $3 re- 
tailers; only those with a ing need apply. 
Address $992, care Boot & Shoe , 100 
East 42nd Street, New York, N. Y. 


A FEW TERRITORIES OPEN for wide 
awake salesmen ‘ee mate shoes. Write in 
full. Address $986, Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 











ADIES’ anos, paler priced, value line, 

for Greater N ow Wade City; Have 500 ac- 
tive retail pond also ‘a chain stores, do 
tremendous volume; expert salesman; work 
straight commission; refer manufacturer’s 
line. Address $2, care Boot Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 





LINE were: 100% following in Connec- 

ticut, ‘omen’s, ildren’s popular 
price - My soaaa territory six years for Na- 
tional concern. Because change in policy sev- 
ered connections. Can do well for Manufacturer 
or Jobber. Best references. Address $999, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


HAviNS CONDUCTED A FAMILY SHOE 

TORE over 25 years and id out, am 
open now to represent a strong line in Eastern 
Pennsylvania or other territory. Address $998, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


WANTED: Fast Style Line Women’s Sbica 

Shoes, $4, $5 or $6 retail for Southern terri- 
tory, including Baltimore and Washington. 
Best of references. Address $989, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
or! 








SHOE STORE, Modern, Suburb near Phila 
delphia; Good location; Established trade 
Low rent; stock optional. Address $995, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


FAMOUS LONGINI HUARACHE | lasts 
sixty cents per pair in Men’s and Women’s 
AA and B Widths. Longini-Air-Kushin Shoes 
Duttenhofer Building, Cincinnati, O. 


SEGAL ty LINE SHOE STORE 4 doin; 
25,000 business in down town St. Louis 
Splendid location and reasonable rent. Estab 
lished and good clean business. Address £990 
care Boot & Shoe Recorder, 100 East 42 
Street, New York, N. Y. " 
$15 000 WILL BUY good, steady retail sho: 
business in Brooklyn—Volume ove 
$35,000. Excellent for partners. Only prin 
cipals reply. 


Address $988, care Boot & Sho 
a eal 100 East 42nd Street, 
N. Y. 











New York 





For SALE: Only exclusive shoe store ir 

Central Ohio town of 3,000 population. Stoc! 
and fixtures $2,900. Address $987, care Boo 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





EXPERIENCED SALESMAN wishes con- 

nection with manufacturers of slippers and 
sandals to cover New York or Pennsylvania. 
Address $5, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





SIDE LINE SALESMEN 


MANUFACTURER of bowling shoes desires 

side line representative calling on retail 
shoe trade on commission basis. State terri- 
tory covered, references, A, and experience. 
Address 2994, care Boot & ~~ & am 100 
East 42nd Street, New York, N. 











POSITION WANTED 


POSITION WANTED: Retail Salesman, 
Manager or Buyer; 20 years’ experience. 
Can also trim windows. Forty-two years of age, 
married, very neat appearing. Prefers Chicage 
or vincinity but will move anywhere. The best 
references furnished. Address £922, care Boot 
& ~~ eee 209 South State Street, Chi- 
cago, » 


ME.. presar. start the New Year 

right. Live Manager; Age 38; Keen 
Buyer; Expert at Window displays. Now em- 
ployed New York City. Address $3, care Boot 
: hy” eo 100 East 42nd Street, New 
ork, N. 











WANTED TO PURCHASE 


WE pay cash for close out lines of ARCH 

SUPPORTS, Dr. Scholl’s and other national 
brands. Send list of sizes and styles. D. L. 
Dave, 634 Monroe Street, Denver, Colorado. 











HELP WANTED 


WANTED: STORE MANAGER: Store i 

southern city, population under 300,000, r 
quires competent man experienced in buyin: 
and aggressively merchandising women’s shoes 
$6.50 to $13.50. Present volume approach¢ 
$70,000. Right man will be given opportunit 
to acquire ownership. Send recent photo and 
outline of your experience and past earning 
B. C. BOWEN, care Boot & Shoe Recorder, 
209 South State Street, Chicago, Illinois. 











FOR LEASE 





A PROMINENT Women’s Ready - to - Wear 


store of this City selling ular priced mer 
chandise has for lease about January 15th all 
modern equipped shoe department, front part of 
store; hundred per cent location in City. This 
Department has been selling popular priced 
shoes for years. Address for all rticulars 
—- g READY-TO-WEAR, utchinsor 

nsas. 


BUSINESS OPPORTUNITY | 


SHOE Store, established 30 years in 100% 

location in West Philadelphia’s business sec- 
tion. New, ern front; consistent moncy 
maker. Exclusive Enna Jettick and Florsheim 
agencies. $50,000 cash volume; rental $4200 
Owner interested in other business; only reputa 
ble parties considered. Write for interview 
Address $1, care Boot & Shoe Recorder, 110 
East 42nd Street, New York, N. Y. 











CAN offer excellent proposition to experienc: ed 

shoe or sandal man as a partner in an out 
of-town plant. Must have few thousand do! 
lars and clean record. Address $991, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





“Position 
cents. For all 


be counted. 





CLASSIFIED ADVERTISING RATES 


and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
other classified advertisements the rate is 7 cents per word. 
a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “8 


Mini- 
Minimum charge, $1.25. 
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BOOT ann SHOE RECORDER, January 4, 1941 








WANTED TO PURCHASE 








WE BUY 


Entire — Wholesale 

Stocks. “Ales randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 


EBVEN | BuUBIN 


89 Reade os re, Chew 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 


FOR CASH 
Men's, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write Sy confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., are. 
79-81 Reade St., New Y: 
Unusual references on . 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








ceded > ~~, + ee 
URPLUS STOCKS 
fe AE ip 
or prices. 


Write, “- or phone. 


BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 
Phone Market 9139 











HAVE YOU FOR SALE 

Shoe stores; Gents’ Furnishings; 

Clothing; Dry Goods; Surplus 

Stocks? Best prices paid. 
HENRY YOUNG 

1055 Summit mk Ave. Bronx, New York 











elephone: Toppings 2-5695 











Condemn “Complimentary 
Ads” 


Boston, Mass.—What is sometimes 
referred to as “valueless complimentary 
advertising” is objected to by the direc- 
tors of the New England Shoe and 
Leather Association. At a recent meet- 
ing the subject was discussed with 
reference to its effect on both shoe 
manufacturers and tanners, and the 
following resolution was adopted: 

“WHEREAS, many members of the 
Association, both tanners and shoe 
manufacturers, are constantly solicited 
for donations and contributions to par- 
ties and anniversaries of their custom- 
ers and employees, which practice is 
deemed unfair, we the Officers and Di- 
rectors of the New England Shoe and 
Leather Association have 

“Resolved, that members of the New 
England Shoe and Leather Association 
should not make financial solicitations 
or contributions to any company or em- 
ployee parties, advertising in books 
cOmmemorating anniversaries, and other 
special occasions.” 


Francis N. Fay 


CHELSEA, Mass.—Francis “Frank” 
N. Fay, vice-president and sales man- 
ager of A. G. Walton & Co., Chelsea, 
shoe manufacturers, died December 
24th in Cincinnati, Ohio, after a short 
illness. 

Mr. Fay was 52 years of age and was 
on a business trip at the time of his 
death. 

For over 12 years Mr. Fay directed 
the sales of the Walton Co., handling 
the major volume himself, through 
sales to the mail order chain and whole- 
sale trade. He was the personal friend 
of many leaders in thé industry. 

The funeral was held from St. 
Joseph’s Church in Belmont, Mass., his 
home town, with burial in Lynn. He is 
survived by his widow and one married 
daughter. 


Mrs. Lottie Cahill 


CAMBRIDGE, MassS.—Mrs. Lottie Pres- 
cott Cahill, 64, died at her home re- 
cently after a long illness. She was 
the wife of Lt.-Col. Charles Cahill, pub- 
licity director of United Shoe Ma- 
chinery Corp., and a past commander 
of the Ancient and Honorable Artillery 
Company. 

Funeral services were held at the 
Waterman Chapel, Boston. Interment 
was in Lowell cemetery, Lowell, Mass. 
Mrs. Cahill leaves her husband, and a 
daughter, Dr. Ella Prescott Cahill, of 
the state department of mental health. 


Southern Travelers 
Elect Officers 


Boston, Mass.—The fiftieth annual 
meeting and dinner of the Southern 
Shoe Travelers’ Association was held 
on the evening of December 27th at 
the Lennox Hotel, Boston. An elab- 
orate program was enjoyed by those 
present and a happy reunion of many 
who have been with the association for 
many years. This association claims 
to be the oldest association of shoe 
travelers in the United States and is 
one of the strongest in the national 
organization. 

During the dinner telegrams were 
received from many absentees, with 
one from Oran McCormick, who is now 
wintering in Florida. Besides the din- 
ner and the transaction of business, a 
varied entertainment was given by the 
Banton entertainers. 

The election of officers for the year 
1941 is as follows: president, L. C. 
Clark, of Nunn & Bush Co., who now 
covers the New England States; secre- 
tary, C. H. Morrow; treasurer, Frank 
Colburn, retired. 

Among those present were: Hector 
E. Lynch, Chris Briel, G. I. Byam, Al 
Carpenter, C. H. Morrow, and Thomas 
A. Delany, of the Nationa! Associa- 
tion. Resolutions were framed on the 
loss of those who passed on during the 
closing year, Fred W. Stanton and 
Joseph Schlesinger. 


[39] 





MERCHANTS’ NEEDS 











| BOOTONE POLISH 
| DRESS YOUR DISPLAY SHOES WITH 


— BOOTONE — 

MADE IN FOUR SHADES 
MAHOGANY—rich custom effect 
BROGUE BROWN—tones down reddish 


colors 

EBON—lustrous black that maintains color 
under any light 

LIGHT TAN—<a neutral color that does not 
darken 


BOOTONE IS 
BRIGHTEST 


Put up in pound cans for 
economy. Sent postpaid 
on receipt of $1.00 


{soon available in 
tins) 


BOOTONE POLISH — 


124 Merrick Rd. Bellmore, L.I., N 


small 








Plans Progress for 
Michigan Show 


DetroIT, MicH.—Plans for the Mich- 
igan Annual Shoe Fair, jointly spon- 
sored by the Michigan Shoe Travelers’ 
Club and the Michigan Retail Shoe 
Dealers’ Association, scheduled for Jan- 
uary 12 to 14, 1941, at Detroit, are 
rapidly taking shape. The chairmen 
of the various committees are enthusi- 
astically at work and report everything 
proceeding according to schedule. 

The committee on reservations re- 
ports practically the entire anticipated 
display space at the Hotel Statler now 
allotted, with reservations still coming 
in. The program as planned will be of 
practical interest to every shoe man re- 
gardless of the size of his business. 


To Stress Comfort Angle 


In Ad Campaign 


New YorK—The Foot Rest Shoe 
Shop, 28 West 34th Street, has just 
taken on a complete line of Conformal 
Personalized Shoes. Mr. Gold and Mr. 
Caspar, proprietors of the store, are 
planning an extensive advertising cam- 
paign to acquaint New Yorkers with 
Conformals. Naturally, the comfort 
angle will be stressed. Each ad will 
tell its story in simple layman’s lan- 
guage, explaining the scientific prin- 
ciples involved. Space in newspapers, 
radio, station posters and direct mail 
are the media which will be used. 

In addition to this promotion, a na- 
tionally known foot comfort expert will 
be in attendance at the Foot Rest Shoe 
Shop during the first months of the 
campaign. A free trial fitting is an 
additional service available to the 
public. 





